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NOTES FOR CONTRIBUTORS 


European Research is a journal designed 
for a broad international readership of 
practitioners, working in, or connected 
with, marketing research (suppliers and 
buyers). 


The nature of contributions 

1. European Research welcomes full- 
length papers and shorter items in the 
broad fields of marketing and opinion 
research. Papers should provide practical 
usable information about professional 
aspects and applications of marketing 
research. The members of E.S.O.M.A.R. 
are interested in: developments in the 
world of marketing that may have im- 
plications for research, in market 
management, selling or buying research, 
data privacy legislation, the marketing of 
new research services, the relations be- 
tween. researchers and managers within 
companies, research prices and in many 
other subjects ofa primarily non-academic 
nature. The information provided in the 
paper should not be of a very time sen- 
sitive nature. 

2. Previously unpublished material is 
preferred. If a contribution to European 
Research or part of it has been published 


elsewhere, this should be stated and 
authors should obtain a reprint permis- 
sion from the original publisher and for- 
ward it to the Editor. Submission of a con- 
tribution, whether or not previously 
published elsewhere, implies that it is not 
currently being offered to other 
publications. 


Preparation of contributions 

3. Contributions may be submitted in 

English, German, French or Dutch. 

Authors writing in a language other than 

English will receive their article back for 

translation into English after it has been 

accepted for publication. 

4. Papers should not be longer than 6 to 8 

typed pages (1500-2000 words), and 

should meet the following requirements: 

- short sentences; 

- not too many figures in the text; these 
should preferably be put in separate 
tables, each having a (short) ex- 
planatory caption; 

- sub-headings; 

- asummary of appr. 200-300 words. 

5. Contributions should be typewritten, on 

one side of the paper only, double spaced 

and with ample margins. Two copies 
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should be submitted and authors should 
always retain one further copy them- 
selves. 

6. All papers should be accompanied bya 
photograph of the author(s) (passport 
size) and a short curriculum vitae (age, 
present job, education, interests, and 
publications). 

The use of some kind of illustration(s) is 

particularly welcome, especially photo- 
graphs that might illuminate the contribu- 
tion. Tables, graphs, diagrams, etc. 
should be submitted on separate pages, 
clearly titled and with their approximate 
position in the text indicated. Please pro- 
vide short caption for each photograph. 
All illustrations, except tables, must be in 
a form suitable for reproduction. 
7. Authors of articles accepted for 
publication in European Research will 
receive a remuneration of £ 8.00 per 
printed page (or £ 4.00 if the paper re- 
quires extensive language correction). 
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